less risk averse than older wine consumers. Generally, the self-reported wine knowledge 100 by millennials is significantly lower compared to older people (Atkin and Thach, 2012). 101
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Research Limitations 223
One of the limitations of the research is the wineries heterogeneity that biases the 224 sampling due to the geographical approach. The results could vary in another Spanish 225 region or another country. It could be interesting to study other regions or countries. 226
On the other hand, and due to the rapid development of the technological environment 227 of SM, the results could easily become obsolete although it is still of interest because it 228 could be a first step in the use of technology for wine social media STP. 229 230
Research Results 231

Social Media Usage 232
Over the three years of this study (2013) (2014) (2015) (2016) , a large increase in the use of SM by the 233 wineries was observed, an additional 35 wineries (up from 42.8% to 60.7%) started 234 using SM. In 2013 the only SM sites used by wineries were Facebook and Twitter, 235 positive uptake of SM among the wineries there were many wineries with a low number 249 of followers despite the early accomplishment to initiate a SM presence (Table 3) . followers clicked "I like it" on Facebook for at least one of the wineries. In 2016: 255 85,291 followers clicked "I like it" for at least one of the wineries in Facebook per 256 month; while well over 100,000 followers clicked 'like' on Twitter (Table 3) . 257
Of all the SM interactions; 30.1% and 25.9% (in 2013 and 2016 respectively) of the 258 companies with an SM presence undertook no activity on their own SM sites with only 259 a very small proportion of companies communicating in access of 50 interactions per 260 month (Table 3 ). An inefficient use of wineries SM is confirmed at this point, wineries 261 only send information to consumers, without a feedback loop and had not adopted the 262 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 Table 3  317 has confirmed the first of the hypotheses that the research study sought to test: 318 (Table 4) . 327
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